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Abstract 
The rapid development of technology has brought the big change of economic 
environment. Internet as a typical platform makes new channels appear constantly, the 
brand competition everywhere. It’s the new world with many opportunities and 
challenging existing at the same time. Smart entrepreneurs have realized that 
customers pay attention on something new, not only the products or services, 
changing is inevitable. Brand information everywhere, experiential marketing become 
an inevitable tool of brand construction. More and more companies and organizations 
consider that delivering products or services to customers by experiential marketing. 
Firstly, I will briefly analysis the background of economy and the experiential 
marketing.  Secondly, experience forms and basic features of experiential marketing 
will be expounded.  Thirdly, let’s discuss the implementation of experiential 
marketing strategy and operation steps. 
In my paper, I want to present how the ribbon culture could be delivered from 
western to China successfully by YAMA Ribbon   which the company I’m working 
for. Let me explain how to use   experiential marketing strategy, analysis the 
relations between experience marketing and brand building, the important role of 
brand marketing and building. At last, I will make the summary for the project plan 
and challenges, and looking forward to the future development. 
 
 
















目  录 
第一章  绪论 ........................................................................................ 1 
第一节  研究背景 ................................................ 1 
第二节  研究动机 ................................................ 2 
第三节  研究问题与目的 .......................................... 3 
第二章  体验营销理论回顾 ................................................................ 5 
第一节  体验经济概论 ............................................ 5 
第二节  体验营销概论 ............................................ 6 
一、试用 .......................................................................................................... 7 
二、自己动手 .................................................................................................. 7 
三、场所体验 .................................................................................................. 8 
四、公关活动、展示会等 .............................................................................. 8 
第三节  传统营销与体验营销的比较 ................................ 8 
第四节  体验营销与品牌建构的关系 ............................... 10 
一、体验使品牌差异化 ................................................................................ 10 
二、体验使品牌深入人心 ............................................................................ 11 
三、在体验中传递文化 ................................................................................ 11 
第五节  体验营销对品牌建构的影响 ............................... 13 
一、体验的特征和形式 ................................................................................ 13 
二、 影响消费者对品牌认知的要素 .......................................................... 17 
第三章  织带行业之发展、经营与产业分析 ..................................19 
第一节  织带行业之经营与发展 ................................... 19 
第二节  姚明织带的成立与介绍 ................................... 20 
第三节  丝带文化的历史介绍 ..................................... 21 
第四节  丝带文化的发展与现状 ................................... 22 













目  录 
V 
二、20 世纪 90 年代美国丝带文化的持续发展 ......................................... 23 
第四章  姚明织带丝带文化体验营销策略分析 ..............................24 
第一节  姚明织带丝带文化体验构建策略 ........................... 24 
一、感官体验营销 ........................................................................................ 25 
二、情感营销 ................................................................................................ 25 
三、思考营销 ................................................................................................ 26 
四、行动营销 ................................................................................................ 26 
五、关联营销 ................................................................................................ 27 
第二节  姚明织带丝带文化体验媒介应用 ........................... 27 
一、产品体验设计 ........................................................................................ 32 
二、场所体验设计 ........................................................................................ 32 
三、传播和信息控制设计 ............................................................................ 33 
四、体验主题的统一 .................................................................................... 34 
第三节 姚明织带体验营销下的新 4P组合 ........................... 35 
一、体验产品策略 ........................................................................................ 35 
二、体验定价策略 ........................................................................................ 36 
三、体验渠道策略 ........................................................................................ 36 
四、体验促销策略 ........................................................................................ 37 
第四节 姚明织带体验营销的模块化策略 ............................ 37 
一、体验策略模块(Experience Strategy) ..................................................... 37 
二、情景策略模块(Environment Strategy) .................................................. 38 
三、事件策略模块(Event Strategy) ............................................................. 39 
四、参与策略模块(Engaging Strategy) ....................................................... 39 
五、印象策略模块（Effect Strategy） ........................................................ 39 
第五节  姚明织带的丝带文化体验营销的成功之处 ................... 41 
一、体验强度 ................................................................................................ 41 
二、体验广度 ................................................................................................ 41 
三、体验深度 ................................................................................................ 41 















第六节  姚明织带的丝带文化体验营销的不足之处 ................... 42 
第五章  结论 ......................................................................................43 
参考文献 ...............................................................................................45 
















Chapter One Introduction……………………………………………...1 
Season 1 Research Background………………………………………………….1 
Season 2 Purpose of Research……………………………………………………2 
Season 3 Probloms of Research…………………………………………………..3 
Chapter Two Review Theory of Experience Marketing……………...5 
Season 1 Concept of Experience Economy………………………………………5 
Season 2 Concept of Experience Marketing……………………………………..6 
Season 3 Compare Difference Between Traditional Marketing And Experience 
Marketing…………………………………………………………………………8 
Season 4 Relationship Between Experience Marketing and Brand 
Construction……………………………………………………………………...10 
Season 5 The Influence of Experiential Marketing on Brand Construction…13 
Chapter Three Development of Ribbon Industry and Analysis…….19 
Season 1 Development of Ribbon Industry…………………………………….19 
Season 2 Introduction of YAMA Ribbon……………………………………….20 
Season 3 History of Ribbon Culture……………………………………………21 
Season 4 Current Situation and Development of Ribbon Culture……………23 
Chapter Four Marketing Strategy Analysis of Ribbon Culture for 
YAMA Ribbon………………………………………………………….27 
Season 1 YAMA Ribbon Strategy Mode Analysis of Ribbon Culture for YAMA 
Ribbon…………………………………………………………………………….27 
Season 2 Medium Application of Ribbon Culture for YAMA Ribbon………..30 
















Season 4 Disadvantage Parts of Ribbon Culture Experience for YAMA 
Ribbon…………………………………………………………………………... 37 



















图 1：策略体验模块图 ................................................................................15 
图 2：体验矩阵图 ..................................................................................................... 17 
图 3：体验媒介与消费者行为的关系图 ................................................................. 28 


















表 1：经济发展阶段影响消费行为 ........................................................................... 6 
表 2：传统营销与体验营销的比较表 ....................................................................... 9 















第一章  绪论 
1 













性的建议。   
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